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Introduction 
‘Emerging markets’ has become a popular term in recent years, representing economies with 
relatively lower-income levels but that are growing quite rapidly, and are acting as the main 
growth engines for the global economy, in the face of recent slowdown in the traditional 
developed economies (Economist 2017). However, much of the marketing research in the 
emerging markets still uses concepts, models and theories originating from the developed 
markets in North American and Western Europe, resulting in growing call for more research 
that provides the real picture of the consumers and marketers in the emerging markets using 
fresh theoretical perspectives and conceptual models (Burgess and Steenkamp 2013; Roberts, 
Kayande and Srivastava 2015; Sharma et al. 2018).  
Recent studies address these calls by focusing on the impact of changing social values 
on consumer behavior in the emerging markets, such as materialism (Awanis, Schlegelmilch 
and Cui 2017; Sharma 2011), aspirational values (Javalgi and Grossman 2016), and status 
consumption (Shukla 2010). However, there is little research on the contrasting roles of 
religiosity and spirituality with materialism, on the brand choices and purchase decisions of 
the emerging market consumers, especially in the FMCG product categories. We extend 
nascent research in this area (e.g., Sardana, Gupta and Sharma 2018) by seeking deeper 
insights into the socio-psychological mechanism driving the effects of religiosity (intrinsic 
and extrinsic), spirituality and materialism on the demand for FMCG products promoted by 




Relevance to the theme 
This paper relates to the theme of this ‘Special Issue and Thought Leaders Conference’ on 
‘Managing Business and Innovation in Emerging Markets’, by touching upon each of the 
seven points in the call for papers. For example, promotion of FMCG products by spiritual 
leaders represents a highly innovative branding and customer engagement strategy, which 
highlights the social impact of marketing strategies as a part of the complex marketing-mix 
dynamics in emerging markets. Studying the differences in the level and impact of religiosity, 
spirituality and materialism among consumers also helps unravel their individual journeys, 
which could have far-reaching implications for product managers in the emerging markets. 
Research gaps 
A few studies that do explore the effects of religion and religious values on the emerging 
markets consumers have a very narrow perspective, such as the consumption patterns of 
Muslim consumers (Cleveland, Laroche and Hallab 2013; El-Bassiouny 2014; Schneider, 
Krieger and Bayraktar 2011), role of halal branding (Butt et al. 2017; Jamal and Sharifuddin 
2015), and impact of religiousness on ethical decision making (Arli 2017; Arli et al. 2017). 
As a result, there is little research on the impact of religion on the behaviors of consumers in 
other emerging markets, despite considerable evidence about its role in their everyday lives 
(Mathras et al. 2016; McAlexander et al. 2014). This is the first research gap we address. 
Next, there is little research on the role of spirituality in the lives of consumers in the 
emerging markets, despite growing evidence about the impact of spirituality on the 
consumers around the world (Chowdhury and Fernando 2013; McKee 2003; Rindfleish 2005; 
Shaw and Thomson 2013). Hence, marketers and researchers continue to believe in the 
perceptions about emerging market consumers being materialistic, status conscious, and 
socially motivated (Arli and Tjiptono 2014; Lee 2003) but also value-conscious and price-
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sensitive at the same time (Sharma 2011; Walters and Samiee 2003). These perceptions are 
clearly at odds with the rich spiritual heritage in many emerging markets (e.g., China and 
India) and merit further attention. This is the second gap we address.  
Finally, past research on branding in the emerging markets mostly focuses on either 
the country-of-origin effects (Hamzaoui Essoussi and Merunka 2007; Jin, Chansarkar and 
Kondap 2006; Sharma 2011) or the performance of local versus international or global brands 
(Alden et al. 2013; Eckhardt 2005; Sun et al. 2017; Tanusondjaja et al. 2015) with very little 
research on the home-grown brands in the emerging markets and their unique marketing 
strategies that have made them household names in those markets, such as co-branding (Chen 
et al. 2017) and brand extensions (Fu, Saunders and Qu 2009). For example, ‘Patanjali’, a 
homegrown FMCG brand that is endorsed by a popular spiritual leader (Baba Ramdev), has 
become extremely popular in India, growing to a US$ 1.6 billion franchise in just ten years, 
while its MNC competitors like P&G and Unilever are finding it difficult to grow their 
businesses (Jaggi and Ghosh 2017; Mehrotra, Salunkhe and Chakraborty 2017). Thus, global 
marketers may not know enough about how local brands are built in the emerging markets 
and this prevents them from getting a stronger foothold in these highly competitive markets. 
This is the third research gap we address in this paper. 
Conceptual framework and hypotheses 
In this paper, we extend research on the impact of religiosity, spirituality and materialism on 
the emerging markets consumers (e.g., Sardana, Gupta and Sharma 2018), which shows that 
both intrinsic (INR) and extrinsic (EXR) religiosity as well as spirituality (SPR) have positive 
effects on the purchase of brands promoted by spiritual leaders (PBS). In this paper, we 
further explore the complex socio-psychological mechanism driving these effects by studying 
the impact of the perceived role of spiritual leaders (PRS) on the value perceptions (VAL) 
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and purchase (PUR) of products endorsed by these leaders. We also hypothesize that the 
positive effects of perceived role on value perceptions would be mediated by normative 
community pressure (NCP, H1) and product credibility (PCR, H2). Finally, we hypothesize 
that the mediating effects of NCP and PCR would be moderated by intrinsic (INR, H3) and 
extrinsic (EXR, H4) religiosity, spirituality (SPR, H5) and materialism (MAT, H6).  
Methodology 
We plan to test our hypotheses using data collected in two survey-based studies, in India and 
Indonesia, two large emerging markets, with about 1.32 billion and 260 million population, 
and US$ 2.36 and 0.93 trillion GDP, growing at 7.1% and 5.0% respectively (CIA World 
Factbook, 2017). We adapted well-establish scales to operationalize all the major constructs 
in our model, such as intrinsic religiosity and extrinsic religiosity (Allport and Ross 1967; 
Arli, Cherrier and Tjiptono 2016), spirituality (Delaney 2005), and materialism (Yang and 
Stening 2016). Ideas for other scales were adapted from published literature and adapted for 
our study, such as value perceptions and product credibility from Spry, Pappu and Cornwell 
(2011), normative community pressure from Bearden, Netemeyer and Teel (1989), and 
purchase behavior from Arli et al. (2016).  
We began with a pilot survey of 54 respondents in India and used EFA to test the 
reliability of all the scales. Next, we conducted our main study (N=238) using an online 
platform www.surveygizmo.com. In both these studies, we used two focal brands, ‘Patanjali’ 
promoted by Baba Ramdev and ‘Sri Sri’ promoted by Sri Sri Ravi Shankar along with 
popular local and MNC brands in ten product categories, namely honey (Dabur, Himalaya), 
cheese (Amul, Britannia) biscuit (Britannia, Parle), cooking oil (Saffola, Sundrop), pain relief 
balm (Moov, Iodex), cold rub (Amrutanjan, Vicks), toilet cleaner (Harpic, Lysol), detergent 
(Ariel, Surf), shampoo (Clinic Plus, Sunsilk) and moisturizer (Nivea, Palmolive).  
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Data analysis and preliminary results 
We use WarpPLS to test our hypotheses. First, the perceived role of spiritual leaders (PRS) 
has a positive effect on NCP (B = .23, p < .05), which in turn has a positive effect on value 
perceptions VAL (B = .21, p < .01) about the products promoted by spiritual leaders. 
Similarly, perceived role of spiritual leaders (PRS) has a positive effect on the credibility of 
products promoted by them (B = .17, p < .01) that has a positive effect on value perceptions 
(B = .53, p < .001) about these products. Moreover, value perceptions have a significant 
positive effect on the purchase of these products (B = .40, p < .001). These findings show 
preliminary support for both H1 and H2. Next, we find that both intrinsic and extrinsic 
religiosity negatively moderate the effects of NCP (B = -.13 & -.13, p < .05) and PCR (B = -
.14 & -.12, p < .05) on value perceptions VAL but spirituality only positively moderates the 
effect of perceived role PRS on NCP (B = .14, p < .01) and materialism does not moderate 
any of the linkage. Thus, H3, H4 and H5 find partial support but H6 does not. 
Discussion and next steps 
This paper is among the first attempts to explore the recent phenomenon of FMCG brands 
being promoted by spiritual leaders in emerging markets like India and Indonesia. We find 
preliminary support for most of our hypotheses from our first study in urban India. We are 
now collecting data in rural parts of India as well as in Indonesia, which is expected to get 
over by mid-March. We hope to find even more useful insights from all these studies that 
would bolster our overall results and provide a more rigorous test for our hypotheses about 
the interactive roles of religiosity, spirituality and materialism on the purchase of brands 
promoted by spiritual leaders in the emerging markets. We believe this paper has a very good 
fit with the theme for this special issue and thought leaders conference, and we hope to learn 




Alden, D.L., Kelley, J.B., Riefler, P., Lee, J.A., & Soutar, G.N. (2013). The effect of global 
company animosity on global brand attitudes in emerging and developed markets: 
Does perceived value matter? Journal of International Marketing, 21(2), 17-38. 
Allport, G.W., & Ross, J.M. (1967). Personal religious orientation and prejudice. Journal of 
personality and social psychology, 5(4), 432. 
Arli, D. (2017). Does ethics need religion? Evaluating the importance of religiosity in 
consumer ethics. Marketing Intelligence & Planning, 35(2), 205-221. 
Arli, D., Cherrier, H., & Tjiptono, F. (2016). God blesses those who wear Prada: Exploring 
the impact of religiousness on attitudes toward luxury among the youth of Indonesia. 
Marketing Intelligence & Planning, 34(1), 61-79. 
Arli, D., Kubacki, K., Tjiptono, F., & Morenodiez, S. (2017). Religiousness and digital piracy 
among young consumers in an emerging market. Young Consumers, 18(1), 40-53. 
Arli, D., & Tjiptono, F. (2014). The end of religion? Examining the role of religiousness, 
materialism, and long-term orientation on consumer ethics in Indonesia. Journal of 
business ethics, 123(3), 385-400. 
Awanis, S., Schlegelmilch, B.B., & Cui, C.C. (2017). Asia’s materialists: Reconciling 
collectivism and materialism. Journal of International Business Studies, 48(8), 964-
991. 
Bearden, W. O., Netemeyer, R. G., & Teel, J. E. (1989). Measurement of consumer 
susceptibility to interpersonal influence. Journal of Consumer Research, 15(4), 473-
481. 
Burgess, S.M., & Steenkamp, J.-B.E.M. (2013). Editorial: introduction to the special issue on 
marketing in emerging markets. International Journal of Research in Marketing, 
30(1), 1-3. 
Butt, M.M., Rose, S., Wilkins, S., & Ul Haq, J. (2017). MNCs and religious influences in 
global markets: Drivers of consumer-based halal brand equity. International 
Marketing Review, 34(6), 885-908. 
Chen, K., Newell, S.J., Kou, G., Zhang, L., & Li, C.H. (2017). Effective strategies for 
developing meaningful names and associations for co-branded products in new and 
emerging markets. Journal of Brand Management, 24(4), 362-374. 
Chowdhury, R.M., & Fernando, M. (2013). The role of spiritual well-being and materialism 
in determining consumers’ ethical beliefs: An empirical study with Australian 
consumers. Journal of business ethics, 113(1), 61-79. 
Cleveland, M., Laroche, M., & Hallab, R. (2013). Globalization, culture, religion, and values: 
Comparing consumption patterns of Lebanese Muslims and Christians. Journal of 
Business Research, 66(8), 958-967. 
7 
 
Delaney, C. (2005). Development and psychometric testing of a holistic instrument to assess 
the human spiritual dimension. Journal of Holistic Nursing, 23(2), 145-167.  
Eckhardt, G.M. (2005). Local branding in a foreign product category in an emerging market. 
Journal of International Marketing, 13(4), 57-79. 
Economist. (2017). What’s in a name? Defining emerging markets - A self-fulfilling 
prophecy, https://www.economist.com/news/special-report/21729866-self-fulfilling-
prophecy-defining-emerging-markets. 
El-Bassiouny, N. (2014). The one-billion-plus marginalization: Toward a scholarly 
understanding of Islamic consumers. Journal of Business Research, 67(2), 42-49. 
Fu, G., Saunders, J., & Qu, R. (2009). Brand extensions in emerging markets: Theory 
development and testing in China. Journal of Global Marketing, 22, 217-228. 
Hamzaoui Essoussi, L., & Merunka, D. (2007). Consumers' product evaluations in emerging 
markets: Does country of design, country of manufacture, or brand image matter? 
International Marketing Review, 24(4), 409-426. 
Hatch, R.L., Burg, M.A., Naberhaus, D.S., & Hellmich, L.K. (1998). The Spiritual 
Involvement and Beliefs Scale: Development and testing of a new instrument. Journal 
of Family Practice, 46(6), 476-487. 
Jaggi, R., & Ghosh, M. (2017). Consumer Perception of Patanjali Products: An Analytical 
Study. IUP Journal of Brand Management, 14(1), 13. 
Jamal, A., & Sharifuddin, J. (2015). Perceived value and perceived usefulness of halal 
labeling: The role of religion and culture. Journal of Business Research, 68(5), 933-
941. 
Javalgi, R.R.G., & Grossman, D.A. (2016). Aspirations and entrepreneurial motivations of 
middle-class consumers in emerging markets: The case of India. International 
Business Review, 25(3), 657-667. 
Jin, Z., Chansarkar, B., & Kondap, N.M. (2006). Brand origin in an emerging market: 
perceptions of Indian consumers. Asia Pacific Journal of Marketing and Logistics, 
18(4), 283-302. 
Lee, R.L. (2003). The re-enchantment of the self: Western spirituality, Asian materialism. 
Journal of Contemporary Religion, 18(3), 351-367. 
Mathras, D., Cohen, A.B., Mandel, N., & Mick, D.G. (2016). The effects of religion on 
consumer behavior: A conceptual framework and research agenda. Journal of 
Consumer Psychology, 26(2), 298-311. 
McAlexander, J.H., Dufault, B.L., Martin, D.M., & Schouten, J.W. (2014). The marketization 
of religion: Field, capital, and consumer identity. Journal of Consumer Research, 
41(3), 858-875. 
McKee, D. (2003). Spirituality and marketing. Handbook of workplace spirituality and 
organizational performance, 57-75. 
8 
 
Mehrotra, S., Salunkhe, U., & Chakraborty, I. (2017). Patanjali: an Indian FMCG on growth 
path. Emerald Emerging Markets Case Studies, 7(2), 1-35. 
Piedmont, R.L. (1999). Does spirituality represent the sixth factor of personality? Spiritual 
transcendence and the five‐factor model. Journal of personality, 67(6), 985-1013. 
Rindfleish, J. (2005). Consuming the self: New age spirituality as “social product” in 
consumer society. Consumption, Markets and Culture, 8(4), 343-360. 
Roberts, J., Kayande, U., & Srivastava, R.K. (2015). What’s Different About Emerging 
Markets, and What Does it Mean for Theory and Practice? Customer Needs and 
Solutions, 2(4), 245–250. 
Sardana, D., Gupta, N., & Sharma, P. (2018). Spirituality and religiosity at the junction of 
consumerism: Exploring Consumer Preference for Spiritual Brands. International 
journal of consumer studies, Being revised for resubmission. 
Schneider, H., Krieger, J., & Bayraktar, A. (2011). The impact of intrinsic religiosity on 
consumers’ ethical beliefs: Does it depend on the type of religion? A comparison of 
Christian and Moslem consumers in Germany and Turkey. Journal of business ethics, 
102(2), 319-332. 
Sharma, P. (2011). Country-of-Origin Effects in Developed vs. Emerging Markets: Exploring 
the Contrasting Roles of Materialism and Value-Consciousness. Journal of 
International Business Studies, 42(2), 285-306. 
Sharma, P., Luk, S.T.K., Cardinali, S., & Ogasavara, M.H. (2018). Challenges and 
Opportunities for Marketers in the Emerging Markets. Journal of Business Research, 
Forthcoming(Accepted for publication). 
Shaw, D., & Thomson, J. (2013). Consuming spirituality: the pleasure of uncertainty. 
European Journal of Marketing, 47(3/4), 557-573. 
Shukla, P. (2010). Status consumption in cross-national context - Socio-psychological, brand 
and situational antecedents. International Marketing Review, 27(1), 108-129. 
Spry, A., Pappu, R., & Cornwell, T. B. (2011). Celebrity endorsement, brand credibility and 
brand equity. European Journal of Marketing, 45(6), 882-909. 
Sun, L., Zheng, X., Su, M., & Keller, L.R. (2017). Intention–Behavior Discrepancy of 
Foreign Versus Domestic Brands in Emerging Markets: The Relevance of Consumer 
Prior Knowledge. Journal of International Marketing, 25(1), 91-109. 
Tanusondjaja, A., Greenacre, L., Banelis, M., Truong, O., & Andrews, T. (2015). 
International brands in emerging markets: the myths of segmentation. International 
Marketing Review, 32(6), 783-796. 
Walters, P.G., & Samiee, S. (2003). Marketing strategy in emerging markets: the case of 
China. Journal of International Marketing, 11(1), 97-106. 
Yang, S.& Stening, B. W. (2016). Antecdents of materialism in China- an intergenerational 
analysis. International Journal of Consumer Studies, 40, 701-711. 
